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Along with the rapid development of Chinese economy, competitions among 
companies are more and more fierce. Cost of human resource is higher and higher. 
Reducing staff and improving efficiency is increasingly becoming an effective means to 
improve competitiveness.  The electronic channel that have lots of advantage include 
low cost, overlay widely, convenience, fast, active strong etc., become the inevitable 
choice of the enterprise. Accordingly, to telecommunication operators, how to fully 
exert the advantages of electronic channels, how to better develop an electronic service 
platform, enhance customer satisfaction and loyalty, it is now one of their important 
strategic that can improve their core competitiveness in 3G. Through analyzing the 
present situation and developing environment, the paper pointed out that China Mobile 
has a set of relatively complete system of electronic channels, but in marketing, system 
support, coordination, operational convenience and functional richness, etc. are still 
insufficien. It is suggested that China Mobile should actively learn from excellent 
domestic and international industry-wide experience in enterprise e-channels, pay 
attention to product innovation to meet consumer demand, develop a flexible package 
according to the demand, actively communicate with consumers, and provide 
convenience to purchase products. In addition, various forms of electronic channels 
have their own characteristics, should be directed to distinguish between their different 
characteristics positioned to take a different developing measures. 
 
 



























- I - 
目  录 
451 
第一章 绪论 .............................................................................................. 1 
第二章 市场营销理论研究述评.............................................................. 4 
第一节 市场营销理论简介............................................................................... 4 
第二节 渠道相关理论....................................................................................... 6 
第三节 电子渠道............................................................................................... 8 
第四节   小结 .................................................................................................... 10 
第三章 中国移动渠道现状分析............................................................ 12 
第一节 中国移动公司简介............................................................................. 12 
第二节 中国移动渠道现状分析 .................................................................... 13 
第四章 中国移动电子渠道现状分析 ................................................... 16 
第一节 中国移动电子渠道现状 .................................................................... 16 
第二节 中国移动电子渠道经营状况分析 .................................................... 19 
第五章 泛行业优秀电子渠道建设分析及经验借鉴 ........................... 25 
第一节 国内外运营商电子渠道建设现状分析 ............................................ 25 
第二节 其他行业电子渠道经验借鉴 ............................................................ 28 
第三节 对电信行业的经验借鉴 .................................................................... 37 
第六章 中国移动电子渠道运营发展策略 ........................................... 39 
第一节 中国移动电子渠道外部环境分析 .................................................... 39 
第二节 电子渠道发展的总体趋势 ................................................................ 42 
第三节 中国移动电子渠道发展原则、思路及目标 .................................... 44 
第四节 中国移动电子渠道经营策略 ............................................................ 47 
第五节 中国移动电子渠道建设发展策略 .................................................... 50 
第七章 结论与展望................................................................................ 56 
第一节 研究的主要结论................................................................................. 56 
第二节 有待进一步探讨的问题 .................................................................... 57 
参考文献 .................................................................................................. 58 














- II -  
Contents 
I. Introduction........................................................................................... 1 
II.Theoretical Study of Marketing ......................................................... 4 
1.Marketing theory............................................................................................... 4 
2.Channel theory................................................................................................... 6 
3.Electronic channel ............................................................................................. 8 
4.Summary .......................................................................................................... 10 
III.Analysis of China Mobile Channel ................................................. 12 
1.Company profile ..................................................................................................... 12 
2.Channel  analysis ........................................................................................... 13 
IV. Analysis of China Mobile electronic channels ............................. 16 
1. Analysis of electronic channels ...................................................................... 16 
2.Analysis of operating conditions of electronic channels............................... 19 
V.  Analysis and reference of electronic channels from advanced case 
of all walks of life .................................................................................... 25 
1.Analysis of domestic and foreign carries of electronic channels ................. 25 
2. Experience in other industries of electronic channels ................................. 28 
3.Reference to the telecommunications industry ............................................. 37 
Ⅵ. Operations strategy on electronic channel of China Mobile........ 39 
1.Analysis of external environment of electronic channels............................. 39 
2.Development trend of electronic channels..................................................... 42 
3.Development principles, ideas and objectives............................................... 44 
4. Electronic channel management strategy..................................................... 47 
5. Electronic channel development strategy..................................................... 50 
Ⅶ. Conclusion......................................................................................... 56 














- III -  
图 目 录 
图 1：营销渠道的绩效评价 ................................................................................ 6 
图 2：论文研究框架 .......................................................................................... 11 
图 3：中国移动营销服务渠道体系 .................................................................. 14 
图 4：中国移动用户数增长情况 ...................................................................... 15 
图 5：中国移动电子渠道体系 .......................................................................... 16 
图 6：电子渠道业务办理量占比 ...................................................................... 17 
图 7：营业厅业务办理占比 .............................................................................. 20 
图 8：各渠道的用户认知度 .............................................................................. 23 
图 9：中国电信电子渠道体系 .......................................................................... 26 
图 10：中国联通电子渠道体系 ........................................................................ 27 
图 11：2006-2012 年中国网上银行交易额规模 .............................................. 29 
图 12：中国大陆网民规模与互联网普及率 .................................................... 40 
图 13：中国大陆宽带网民规模对比 ................................................................ 40 




















- IV -  
表 目 录 
表 1：“产品——渠道适应性”理论之产品分类 .............................................. 7 
表 2：电子渠道使用满意率调查 ...................................................................... 21 
表 3：中国联通电子渠道推广策略 .................................................................. 28 
表 4：2008-2009 年中国部分银行电子银行产品升级状态............................ 30 
表 5：工商银行和招商银行情况对比 .............................................................. 31 
表 6：客户-渠道适配表..................................................................................... 45 

























第一章  绪论 
- 1 - 
第一章 绪论 













































































第一章  绪论 
- 3 - 






































- 4 - 
第二章  市场营销理论研究述评 





（Promotion），即 4Ps 营销组合理论，从那以后 4P 理论成为每一个商业人士的公
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